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EDITORIALS 


Here is the photograph of the TRAVELING BILLBOARD of 
the Krier Preserving Company, promised readers last week. The 
photo was in color and it is regretable that we cannot so repro- 
duce it. The top panel is in dark blue with the words “Serv-U- 
Rite” in yellow, next small band is in red bearing the words 
“Quality Canned Foods” in reverse white. Large panel as can 
be seen, is in white with the labels of the various products 
reproduced in full color. Finally, the bottom small panel is in 
red. A travelling billboard to be proud of. This week we received 
two more samples from other canners just too late to have the 
cuts reproduced. These together with accompanying letters will 
be passed on to readers next week. Any more? 


ALL OUT —If the reader will but turn the page he will 
PROMOTION discover if he hasn’t already done so that can- 

ners are really serious about this business of 
promotion. Here we are just plunging into the all important 
seasonal packs and the wires are full of news of new and better 
promotions. We think it’s downright remarkable in view of the 
industry’s sales lethargy of the past. If nothing else, it proves 
that once the industry makes up its mind, it really goes all out 
to do a job. So now it’s 52 weeks a year as Del Johnson of Con- 
tinental says. This column takes pleasure in welcoming the 
mushroom and pimento canners to the fold. May their enthusi- 
asm and sales multiply! 


Proof positive that the industry’s sales and promotion efforts 
are paying off is contained in the Weekly Review column on 
page 14 of this issue. A seven and a half percent increase in 
canners shipments (with distributor’s stocks at about the same 
level, canners shipments are about synonomous with consump- 
tion) is not to be sneezed at. Indeed we may be excused, we 
believe, for using that word “remarkable” once again; however 
there’s one very important gimmick as all the industry knows. 
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Especially in the case of beans and corn much of this gain was 
made at a financial loss, in many cases to the point of bank- 
ruptcy. Job now is to consolidate those gains—to maintain the 
pace at a PROFIT. 


As canners go into new packs, it might be well for them to 
tell themselves and each and every employee over and over 
again that the only possible way of turning these gains into 
profits is to produce the highest possible quality—a quality that 
you can stand up and shout about and be willing to match with 
any food in the market place—a quality that stands second to 
none. As the weather continues most unfavorable to crops that 
is not gaing to be easy to do this year. With many canners 
pressed for hard cash, it’s not going to be easy to pass up that 
field that has passed optimum quality. Canner who is tempted 
might bear in mind that while some overhead is absorbed by 
packing $1.10 tomatoes, for instance, at a cost of $1.17% an 
actual loss is sustained, also the damage to reputation -indi- 
vidually and collectively is irreparable . . . and equally import- 
ant, promotion effort is nullified. 


CONVENTION —The new schedule worked out by the three 
SCHEDULE Associations appears on page 6 of this issue. 

Received but an hour or so ago the writer is 
still stuttering although we long ago had inklings of what was 


‘to come and learned about a month ago (C. T. July 4) that the 


Machinery & Supplies exhibit would be limited to three days. 

The writer of this column realizing as he does that an equit- 
able solution of this unhappy situation is at least next to impos- 
sible, undoubtedly should urge readers to give it a fair trial 
before entering the complaints. Under the circumstances we find 
that rather hard to do. Members of the Canning Machinery & 
Supplies Association each year spend hundreds of thousands of 
dollars to show the industry its latest equipment, to bring tech- 
nical personnel along to discuss production problems. To grant 
non-canner-broker principals the same consideration as these 
good gentlemen, is in our opinion gross injustice. As we have 
said a number of times before, it is, in our opinion, up to the 
brokers to make some other provision for non-canner principals, 
either before the convention itself starts or after. The N.F.B.A. 
owes it to the industry and to its canned food broker members to 
form a separate branch within the association catering to the 
needs of canned foods broker members who are and should 
always be welcome as an integral part of the Convention. 

On the good side, it seems reasonable most canners will wel- 
come the elimination of Sunday and starting with the first of 
the week. 
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SALES & PROMOTION 


SENATORS SERVE SHOE PEG!—Senator J. Glenn Bell of 
Maryland (center) serves Shoe Peg corn to Senators William 
A. Purtell of Connecticut (left) and Styles Bridges of New 
Hampshire (right) at the United States Private Dining Room. 
The luncheon was hosted by Senator Beall in honor of Mary- 
land’s leadership in the production and canning of Shoe Peg 
Corn. In a letter to the Can Manufacturers Institute, coordi- 
nator of the Shoe Peg promotion, Sen. Beall said: “The Mary- 
lend Shoe Peg Corn luncheon went off beautifully on Tuesday 
(July 12) and approximately 75 were served. The corn was 
delicious and I have had many nice notes from Senators saying 
. I think this was a fine idea, and I want to 
assure you it was a pleasure to cooperate.” 


how good it was.. 


1956 Convention Schedule 


The following joint release was issued 
July 27 by the National Canners Associa- 
tion, National Food Brokers Association, 
Canning Machinery & Supplies Asso- 
ciation: 

A new plan, designed to achieve maxi- 
mum and widespread use of the Class A 
hotel rooms in Atlantic City, has been 
worked out to cover the sales confer- 
ences, exhibits and meetings of the three 
sponsor groups—National Canners Asso- 
ciation, National Food Brokers Associa- 
tion and the Canning Machinery & Sup- 
plies Association — at the 1956 Conven- 
tion. Involved is a scheduled utilization 
of hotel facilities providing, in some 
cases, for consecutive use of certain of 
the boardwalk hotels during the over-all 
period Sunday, January 15, through Sat- 
urday, January 21. The principal objec- 
tives of the groups that attend the Con- 
vention, without sacrifice on the part of 
any, were controlling in the drafting of 
the schedule and hotel assignments. 

Members of the N.F.B.A. will arrive at 
the beginning of the week, hold their 
business meeting Monday, January 16, 
and conduct sales conferences with prin- 
cipals the remainder of the week. Inso- 
far as practicable, the brokers will con- 
centrate on their non-canner principal 
conferences the first part of the week 
thus releasing rooms for occupancy by 
others arriving at the Convention later 
in the week. N.F.B.A. will house their 
“short-stay” non-canner principals and 
brokers in the Claridge Hotel, which will 
be released by Thursday, January 19, for 
occupancy by members of the C.M.&S.A. 

The C.M.&S.A. exhibit will open Thurs- 
day, January 19, and be held that day, 
Friday and Saturday, January 21. 
C.M.&S.A. members to be housed in the 
Claridge wil arrive Thursday, January 


19, when that hotel is vacated by 
N.F.B.A. 


N.C.A. will make reservations in its 
hotels to permit arrival of canners’ sales 


forces to begin their conferences with 

brokers Tuesday, January 17, and for 

other canner personnel when desired. 

N.C.A. committee meetings will be held 

through the three-day period—Thursday, 

Friday and Saturday. The Administra- 

tive Council and Board of Directors’ 

meetings are scheduled for Thursday, 

January 19; the general session and an- 

nual business meeting, Friday morning, 

January 20, and the other special N.C.A. 

sessions (those conducted by the Labora- 

tory, Raw Products Research Bureau, 

Statistics Division, Fishery Products Di- 

vision) throughout the three-day period 

—Thursday, Friday and Saturday. 
Executive heads of the sponsoring as- 

sociations—Carlos Campbell of N.C.A.; 

Watson Rogers of N.F.B.A.; and W. D. 

Lewis of the C.M.&S.A.—are stressing to 

their respective membership that strict 

adherence to the schedule is vital to its 
workability. 

The day-by-day schedule of events is 
as follows: 

Monday, January 16—N.F.B.A. annual 
meeting. 

Tuesday, January 17, through Saturday, 
January 21— Broker and non-canner 
sales conferences; broker-canner-buyer 
sales conferences. 

Wednesday, January 18 —N.F.B.A. an- 
nual dinner. 


Thursday, January 19—C.M.&S.A. ex- 
hibit; N.C.A. food editors conference 
(C.&T.R. program); N.C.A. Adminis- 
trative Council; N.C.A. Board of Di- 
rectors; Old Guard dinner; Dinner of 
State Secretaries; N.C.A. special tech- 
nical sessions. 


Friday, January 20—C.M.&S.A. exhibit; 
N.C.A. annual business’ meeting; 
N.C.A. special sessions; Young Guard 
dinner. 


Saturday, January 21—C.M.&S.A. an- 
nual meeting; C.M.&S.A._ exhibit; 
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N.C.A. special 

dinner dance. 

In addition to its own members, spon- 
soring associations will be responsible 
as follows: 

N.F.B.A.—non-canner principals 

N.C.A.—canned food buyers 

Room reservations for media repre- 
sentatives, government personnel, and 
members of other allied food groups, will 
be the joint responsibility of the three 
associations. 


C.M.&S.A. 


sessions; 


PIMIENTO PROMOTION 


The romantic history of the American 
pimiento will be an integral part of a 
promotion program being launched on 
behalf of the country’s pimiento packers, 
Harold H. Jaeger, marketing director of 
Can Manufacturers Institute, has an- 
nounced. CMI is activating the nation- 
wide promotion which will cover all 
media and merchandising outlets. 

Although it is not generally known, 
pimientos are native to the American 
scene. Columbus discovered them when 
he discovered America, took some of the 
seeds back with him to Spain where they 
were cultivated and became highly popu- 
lar. (Pimiento means pepper in Span- 
ish.) Until 1920 all the pimientos used 
in this country were imported from 
Spain. Now, however, there are exten- 
sive native crops of carefully cultivated 
strains in Georgia, Alabama, and Mis- 
sissippi; some additional cultivation of 
pimientos is also found in California, 
Florida, Tennessee, and Texas. 


Many media throughout the country, 
especially food editors and radio and 
TV women’s program directors, are in- 
trigued by the background of the 
pimiento and have shown their interest 
in some of the numerous new uses and 
recipes developed for their use by home 
economists at CMI. 

One news syndicate, for example, will 
release four new pimiento recipes spaced 
two weeks apart along with a pimiento 
background story to their vast chain of 
newspaper outlets. Prestige women’s 
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NEW KRAUT CONFECTION — Only a “dyed in the wool” 
Kraut packer would think of it. But they did, for Bill Moore 
and Ted Sills have applied the dye without sparing it. 
time it’s (believe it or not)—kraut ice cream. In on the samp- 
ling of this new confection are Charles Huppert of Franksville, 
Wis., Art Henkel of Fremont, Ohio, and Floyd Wilson of Pheips, 
N. Y., who attended the recent two-day meet of the National 
Kraut Packers Association at the Catawba Cliffs Beach Club 


in Port Clinton, Ohio. 


This 


magazines have received new recipes, 
and the sleek House Beautiful immedi- 
ately scheduled, in full color, an impres- 
sive new dish which features a juicy, 
scarlet pimiento cut into the shape of a 
Poinsetta for their November issue. 

Radio and TV women’s program direc- 
tors have evidenced their interest and 
indicated plans to use new recipes and 
menus sent to them. 

A special party buffet photograph has 
been designed and photographed in color 
for use by a noted Sunday supplement 
food section. 

Especially developed and tested recipes 
for new uses of pimientos are being 
mailed to food editors of 350 metropoli- 
tan dailies in more than 250 separate 
marketing areas. 

On the merchandising level, the cam- 
paign will be actively backed by packers, 
canners, distributors, and by retail deal- 
ers through their individual store promo- 
tions. 


MUSHROOM CANNERS FORM 
LEAGUE TO PROMOTE 
PRODUCT 


Representatives of fifteen mushroom 
canning companies announced recently 
‘he formation of the Mushroom Canners’ 
League, dedicated to the promotion of 
“reater use of American canned mush- 
/ooms. 

Meeting on June 27th in West Chester, 
i’a.,, the canners unanimously voted 
eorge Lambert of the Keystone Mush- 
om Company, Inc., and president of 
ie Pennsylvania Canners Association 
, chairmanship of the League with J. B. 
ark, Brandywine Mushroom Corp.; 
eane Delp or Henry Knaust, K-B Prod- 
| ‘ts Corp.; Walter Maule, Mushroom Co- 
erative Canning Co.; and E. J. Per- 

ne, Delaware Mushroom Cooperative 
ssociation serving as members of the 
‘xecutive Committee. Membership of the 

‘ague represents more than 90 percent 

the canned mushrooms packed in the 
nited States. 

At the same time, the newly formed 
zanization announced that it has ap- 
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pointed Warwick & Legler Advertising 
Agency of New York. Through Warwick 
& Legler, Can Manufacturers Institute 
and Commodity Services Institute, the 
League will carry out an intensive pro- 
motion campaign over a_ three-year 
period. 

Plans for the campaign include a na- 
tionwide publicity drive on the consumer 
level, encouraging the increased use of 
canned mushrooms by homemakers and 
institutions through all available media. 
In addition to complete saturation of the 
nation’s press, radio, television, Sunday 
Supplements, national magazines, wire 
service and feature syndicates with 
recipe and picture material, the drive 
will be backed at the point of sale with 
the distribution of attractive display and 
poster material to retailers everywhere. 

The first year’s program calls for a 
build-up period of research, creation and 
development of material to be used to 
highlight the campaign during the 1955 
holiday season. 


CANNED FOODS TOP SUPER 
MARKET PROMOTIONS 


While retail advertising may not fea- 
ture canned foods heavily except for 
special promotions, these products con- 
tinue to play a powerful part in super 
market point-of-salt promotions. This 
cone'usion is based upon a field check 
made for the National Canners Associa- 
tion by Don White, Inc., New York mar- 
ket research organization, in five chains 
operating 157 super markets in Buffalo, 
N. Y.; Jacksonville, Fla.; Fort Worth and 
San Antonio, Texas. 

During the field check week of May 
23-28 none of these chains gave any 
headline or primary featuring in their 
advertising to canned foods or canned 
foods brands. Less than 1% percent of 
the total retail advertising space gave 
any extra “sell” to any canned foods 
item or brand, and of all of the advertis- 
ing space used by these chains, only 10.7 
percent was devoted to any mention of 
canned food items. 


A completely different picture was 
found at the point of sale in the super 
markets of these 5 chains, including: 

1. More than half (53 percent) of the 
food products for which these 
stores were using printed posters, 
banners, signs or similar materials 
were canned foods. 

2. More than two thirds (68 percent) 
of the special food product displays 
such as end of aisle, floor mass, 
table jumble, carrier or dump dis- 
plays in the stores of these chains 
were made for canned foods. 

Products mentioned in advertising or 
promoted with special displays included 
items packed by large national canners, 
small sectional canners and private label 
packers. 

While all three groups were fairly 
evenly represented in retail advertising 
and in special product displays, the 
printed display materiais used in these 
stores were almost entirely supplied by 
the canners of naticnally advertised 
brands. 

Analysis of these findings indicates 
that: 

1. Canned foods are not getting their 
share of retail advertising space or 
“selling” emphasis. 

2. Canned foods are the most favored 
items for in-store merchandising 
via special product displays. 

3. Only a few packers of nationally 
advertised brands of canned foods 
are supplying the kind of in-store, 
printed display materials that these 
chains like and use. 

4. Advertising allowances and price 
cutting are far from being a guar- 
antee that canned foods items will 
obtain special product displays at 
the point-of-sale. 

5. Great point-of-sale merchandising 
opportunities exist for canners, 
whether large or small, whether 
packing advertised, unadvertised or 
private brands to get extra sales 
through intelligent, aggressive 
point-of-sale merchandising plans 
and materials. 
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MAULL’S SAUCE IN NEW 
PACKAGE 


Maull’s Barbecue Sauce, and Smoke 
Flavored Barbecue Sauce, products of 
Louis Maull Company, St. Louis, Mis- 
souri, were introduced in 1924 and are 
distributed nationally. Either adds zest 
and flavor to practically all foods and is 
used for barbecuing meats, chicken, fish 
—in tomato juice, soups, gravies, stews 
—on eggs, frankfurters, hamburgers, 
baked beans, oysters, shrimp, etcetera. 
It is prepared from a blend of highest 
quality tomato puree, pepper pulp, wor- 
cestershire sauce, vinegar, sugar, salt, 
spices and spice oils. 

Products now come bottled in attrac- 
tive, new style, 18 and 27 ounce con- 
tainers incorporating redesigned applied 
color labels. Sealing the new packages 
are Anchor Amerseal lug style closures, 
used by the Maull Company for the past 
twenty-five years. Cel-O-Seal bands 
dress up the packages, add tamper-proof 
feature. Decorated bottles and _litho- 
graphed caps by Anchor Hocking Glass 
Corporation, Lancaster, Ohio. 


COLUMBIA OFFERS COURSE IN 
PACKAGE ENGINEERING 


Twenty-two lecturers, widely known to 
the Canning and Freezing industries, are 
essisting Columbia University in pre- 
senting a new 30 week course in Package 
Engineering, commencing October 5 and 
continuing to May 23. The course is given 
on Wednesday nights, 7:10 P.M. to 9:00 
P.M., by the Department of Industrial 
and Management Engineering in Room 
402 Engineering Building on the Morn- 
ingside Heights Campus at 116th Street 
and Broadway, New York, N. Y. 

In announcing the new schedule, Pro- 
fessor Frederick C. Winter (who also 
gives courses in materials handling, 


_ plant layout and other production sub- 


jects) states that the course is sub- 
stantially the same as the one given on 
a 15 week schedule each year since 1951, 
except that the 30 week duration permits 
the adcition of a few subjects and a more 
comprehensive coverage of all the many 
types of packaging. 

The first half of the course, known as 
G.S.LE. 247, starting October 5, is called 
Package Engineering Part I. It covers 
modern consumer unit styles, flexible 
packaging and interior packaging of all 
types for the preducts of industry and 
acriculture. 

The second half, known as G.S.I.E. 248, 
starting February 8, 1956, is called 
Package Engineering Part II. This is a 
study of shipping containers (exterior 
packaging). It covers types of construc- 
tion, engineering principles, and mate- 
rials employed in every major product 
classification. Packaging for products 
needing refrigeration or special treat- 
ment is discussed, as well as the special 
equipment requirements. 

Part I and Part II may be taken sep- 
arately in different years, according to 
the cesires of the individual. Also, Part 
II may be taken first and Part I in a 
subsequent year. The new two part 
course is based on the belief that anyone 
interested in either consumer unit pack- 
aging or shipping containers can benefit 
by searching the entire field for useful 
information and ideas, even though cur- 
rent interests may be limited to one field 
or the other. 


Registration starts September 23. The 
two courses are presented by the Grad- 
uate School of Engineering and, for 
those who can meet the University re- 
quirements, two points for each course 
may be earned toward a_ bachelor’s, 
master’s or higher degree. 

The tuition fee is $50.00 for each 
course plus a registration fee of $5.00. 
For additional information and a copy of 
the complete course outline, with list of 
lecturers and their subjects, write Pro- 
fessor Frederick C. Winter, School of 
Engineering, Columbia University, New 
York 27, N. Y. Telephone inquiries pior 
to September 23 may be directed to 
Glenn Mather, phone Lexington 2-4764. 


A rapid means for testing the cor- 
rosivity of carbonated beverages, which 
could be correlated with shelf life, has 
been developed by the Metal Division Re- 
search and Development Laboratories of 
Continental Can Company. Promising 
applications of this new development 
have already been made in modifying 
beverage formulations to give even 
greater shelf life to canned soft drinks. 
Continentals Corrosivity Tester has also 
been used to study the effects of air con- 
tent. The data accumulated to date con- 
firm the belief that the elimination of air 
in the can headspace will prolong the 
shelf life of carbonated beverages. 


Slim and trim is Continental Can’s new 
9 ounce cap-sealed soft drink can, (cen- 
ter), seen together with the 6 ounce can, 
left, and the 12 ounce can. New can 
has same diameter and closely approxi- 
mates in height 6 or 7 ounce soft drink 
bottle. Can be run through present 
bottling equipment and vending machines 
with minimum modification. 


TALL QUART 


PRODUCTS 


Crown Cork & Seal Company - Can Division announces de- 
velopment of a full 32 oz. fill “Tall Quart” can for citrus con- 


centrate packers. 


The new container, a product of Crown’s design engineers, is 


tages. 


smaller diameter. 


of standard packers can construction, and offers many advan- 
Its smaller diameter—401, the same as a No. 24% and 
i's inches smaller than the 46 0z.—allows shorter freezing time, 
a very real saving to the packer. The taller profile—509, an 
inch taller than the No. 2 and 1; inches shorter than the 46 oz. 
—-ives a family resemblance with the 12 oz. and 6 oz. concen- 
trate cans. Easier consumer handling is possible because of the 


Through high speed production, Crown is able to offer this 
e2n at a substantial saving over the old style 404 and still main- 


tain the high quality standards required by the industry. 


Preduction tooling 
Florida plant where the first units are expected off the line in 


October. 
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EQUIPMENT & SUPPLIES 


é 


QUALITY CONTROL AND 
TALLYING TABS FOR PICKERS 


A simple, effective and inexpensive 
means of quality control and easier tally- 
ing has recently been devised that should 
be helpful to processors operating their 
own acreage. 

Pressure sensitive tape, in roll form, is 
printed with a consecutively numbered 
coding system which identifies each crate 
and picker. The tape is perforated be- 
tween each label so that it may be easily 
and quickly applied. 

The advantages to the farm boss are 
that it controls quality by fixing re- 
sponsibility for each crate. It enables 
him to trace any bruised produce, short 
baskets or any other inconsistencies. It 
also assists tallying by giving the grower 
and picker a daily total of crates picked 
and a running total of crates picked at 
any time during the day. 

The new system was developed by 
York Tape Printers, Ine., York, Penn- 
sylvania, for the Saw Kill Orchards, Red 
Hook, New York. In the Saw Kill opera- 
t’on each tape label includes a picker’s 
code number and basket or crate number. 
The latter is consecutively numbered 
from 1 to 999 and can be progressively 
printed to run as high as 999,999 if de- 
sired, 

Tape widths of %”, %” and 1” are 
“vailable in a choice of six colors, Manu- 
‘acturer will assist the grower in setting 
up the proper coding system at no extra 
cost. Write Dept. B, York Tape Printers, 
ine., York, Pennsylvania. 


POWER LIFT TRUCKS— 
FIRE PRECAUTION 


The adjuster on a recent fork lift truck 
‘oss reported to Lansing B. Warner, Inc., 
industry fire insurers: “The operator of 
the truck stated that when he started 
the motor, it backfired through the 
carbureter, showering the engine with 
gasoline and immediately the entire 
‘ruck was ablaze. Immediate action by 
‘he operator and other employees with 
hand extinguishers confined the fire to 
the truck only. However, the engine, 
nost of the controls and the seat were 
seriously damaged.” 

This loss again demonstrated, Canners 
“xchange points out (1) the value of ex- 
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tinguishers being available for immedi- 
ate use—the loss occurred in a building 
holding large stock values, and (2) the 
need for some form of backfire arrestor 
on carbureters such as an approved air 
filter or at least a standard air cleaner. 

Other basic safety precautions to be 
observed in the use of power lift trucks 
are: 

1. Keep motors scrupulously clean. A 
clean motor can’t catch fire. 

2. Fill the truck gas tanks outside of 
buildings. Use only non-spill fill caps. 
In the rare cases where it is necessary to 
fill inside, keep the gas supply in an 
outside tank and use only Underwriters’ 
approved safety cans to bring gasoline 
inside buildings. 

3. Don’t repair trucks inside buildings 
involving high values. 

If you use lift trucks make certain 
today that these basic operating rules 
are being followed in your plant. Be- 
cause these trucks operate so much in 
areas with high concentrations of values, 
this subject merits careful attention. 


HYDRAULIC LIFT FOR 
MIX COOKERS 


The Hamilton Copper & Brass Works 
has announced the development of an op- 
tional Hydraulic Lift for their Mix Cook- 
ers. The new lift tilts agitators smoothly 
and easily out of standard Mix Cooker 


. Kettles for cleaning, and out of tilting 


kettles to avoid obstructing the flow of 
contents to be poured. This Hydraulic 
Lift operates on a minimum of 40 psi 
of water pressure, and is controlled by a 
single lever. Pressure is regulated so 
that the agitator may be stopped at any 
point and held in position. 

The attachment enables even a woman 
operator to raise and lower the agitator 
with no exertion and with complete 
safety, The Hydraulic Lift eliminates the 


use of chain hoists on heavy agitators, 
thus saving time. Simplified design of 
mechanism provides easy cleaning and 
maintenance. 

The Hydraulic Lift can be quickly and 
easily adapted to any Hamilton Mixer or 
Kettle. Hamilton, one of the oldest 
names in the Industry, has been manu- 
facturing a complete line of quality ket- 
tles since 1876. Kettles are built accord- 
ing to A.S.M.E. .codes, and are fully 
guaranteed. 

For complete information, write the 
Hamilton Copper & Brass Works, Di- 
vision of The Brighton Copper Works, 
Ine., 820 State Ave., Cincinnati, Ohio. 


MALATHION TOLERANCE 
REQUESTED 


A petition was filed on July 15 by the 
American Cyanamid Company proposing 
a residue tolerance of 8 ppm for ma- 
lathion (00-diemethy! dithiophosphate of 
diethyl mercaptosuccinate) on the fol- 
lowing products: apples, pears, avocados, 
blueberries, cranberries, strawberries, 
mangoes, peaches, apricots, guavas, cher- 
ries, plums and prunes, grapes, beans, 
peas, broccoli, brussels sprouts, ruta- 
bagas, turnips, beets, cucumbers, sum- 
mer squash, melons, eggplant, peppers, 
onions, potatoes, tomatoes, walnuts, 
pecans, citrus, dates, pineapple, celery, 
cauliflower, cabbage, mustard, _ kale, 
spinach, lettuce, barley, wheat, oats, 
alfalfa, clover, pasture grass and pas- 
sion fruit. 


The Signede Steel Straping Company 
hes just issued a packaging and carload- 
ing guide designed to help shippers lower 
freight bills and pilferage, reduce loss and 
damage claims and to help speed packag- 
ing and shipping. Guide shows how to 
apply strapping to containers, brace 
open top and closed freight ‘carloads. 
barricade car doorsways to protect all 
types of package and bulk commodities. 
It contains pictures of Signode’s, com- 
plete line of hand and power strapping 
tools and machines, strapping, seals and 
accessories. Copy may be had for the 
asking by writing the firm at 2600 
Northwestern Avenue, Chicago 47. 


A budget request of $2,344,241 for the 
New Jersey Agricultural Experiment 
Station for 1956-57 was approved by the 
Board of Managers of the Station at its 
Quarterly Meeting held in New Bruns- 
wick on July 20. This figure represents 
an increase of $341,682.88 over similar 
items in the current year’s budget. The 
tomato research program, which includes 
virus disease studies and the production 
of mother stock seed of the Rutgers and 
Queens varieties, was mentioned as one 
area in which farm research needs addi- 
tional emphasis. Also discussed was the 
need for more extension educational spe- 
cialists in the field of vegetable produc- 
tion, entomology and marketing. 
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News 


and Personals 


Warren Reeves, formerly with Mays 
and Gleason of New York, has joined the 
sales force of the Brockway Glass Com- 
pany at the New York City Office. 


Dr. Donald F. Jones, who invented the 
double-cross method of hybrid seed-corn 
production will be honored at the annual 
Field Day to be held at the Connecticut 
Agricultural Experiment Station, Experi- 
mental Farm at Mount Carmel on Au- 
gust 16. Dr. Jones is head of the Gene- 
tics Department at the Station. The Con- 
necticut Seed Trade Association will pre- 
sent a bronze historical marker to record 
that double-cross hybrid corn was first 
grown at Mount Carmel in 1917. Henry 
A. Wallace, former Vice President and 
Secretary of Agriculture of the United 
States who organized in 1926 the first 
company to develop and produce hybrid 
corn seed, will be the principal speaker. 
The event also marks the 80th year of 
the Connecticut Agricultural Experi- 
ment Station, oldest in America. Dr. 
Jones is credited also with producing the 
first hybrid sweet corn in 1924. As new 
centers of hybrid seed corn research and 
production arose in the corn belt and 
elsewhere, Dr. Jones continued his in- 
vestigations at New Haven. Another of 
his contributions to corn breeding is the 
development of a method to produce hy- 
brid seed corn without the costly task of 
detasseling. Field day hours are from 
10 a.m. to 5 p.m, with all interested par- 
ties invited. 


Moss C. Alex has been appointed gen- 
eral manager of sales for the Paper Con- 
tainer Division of Continental Can Com- 
pany, Eugene R. Van Meter, vice presi- 
dent of the Division has announced. Mr. 
Alex assumes the position previously 
held by Harry A. Kirk until his death 
in June. 


CANNED POULTRY 


Poultry canned or used in canning dur- 
ing May was the largest of record for 
the month and the second for any month 
of record, according to a July 1 report of 
the Agricultural Marketing Service. 
Quantity totaled 22,035,000 pounds com- 
pared to 21,635,000 pounds during May 
last year, the previous high record for 
the month and the 1949-53 average of 
13,561,000 pounds. Largest quantity of 
poultry canned during any month was 
27,562,000 pounds in June 1954, 
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TIME CAPSULE BURIED AT 
GLASS PLANT SITE—When Owens- 
Illinois broke ground (July 12) for its 
Portland plant, company officials sunk a 
sealed, 5-gallon bottle beneath the plant 
site containing mementos of the day’s 
events. The glass plant is scheduled to 
be completed in mid-1956, but the glass 
time capsule will not be opened until the 
year 2006. Seen above, prepared to bury 
the glass time capsule, are: Glenn W. 
Westfall, plant contractor; Waldemar 
Funke, chief engineer, Pacific Coast Di- 
vision, Owens-Illinois; H. A. Anderson, 
plant contractor, and H. S. Wade, vice 
president and general manager, Pacific 
Coast Division, Owens-Illinois. 


SHOE PEG CORN DAY— 
AUGUST 18 


Shoe Peg Corn Day has been officially 
designated as Thursday, August 18, by 
two governors in whose states this un- 
usual type of corn is heavily concen- 
trated in terms of crops and packing in- 
dustries. Governor George M. Leader of 
Pennsylvania and Governor Theodore R. 
McKeldin of Maryland have each issued 
a proclamation indicating special observ- 
ance of Shoe Peg Corn Day in their re- 
spective commonwealths. 


Special events feature Shoe Peg Corn 
Day, one facet of which is special recipes 
and photographs which have been sent to 
women‘s page and food editors and to 
radio and television women’s programs 
throughout the country. 
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Wilbert “Bill” Schaal, Editor of the 
“Food Packer’ these past several years, 
‘eaves that post in the near future to join 
the U.S. Department of Agriculture in 
Washington. Bill, who with his ever 
present camera became a popular figure 
at canner gatherings, will be missed by 
his many friends. 


Kuner-Empson Company of Brighton, 
Colo. through board chairman J. A. 
Woods has announced the elections of 
J. M. Buckley as Vice President in charge 
of Sales and M. K. Tescher as Vice Presi- 
dent in charge of Production. Mr. Buck- 
ley has been associated with Kuner- 
Empson since 1936 and has been Sales 
Manager for the past 3 years. Mr. Tes- 
cher joined the firm in 1950 becoming 
Production Manager in 1952. Designation 
of these two men as officers, according 
to Mr. Woods, gives recognition of the 
energy, initiative and success with which 
they have carried out their duties. 


John C. Miller was elected President of 
Berlin Chapman Company, Berlin, Wis- 
eonsin at a recent Board of Directors 
Meeting. Mr. Miller has been the Execu- 
tive Vice President of the company and 
succeeds W. Mead Stillman, President of 
the company since 1944. Other officers 
elected are John B. Gillett, Vice Presi- 
dent in charge of Sales;Harold Warner, 
Vice President in charge of Foundry; 
Albert J. Blum, Vice President; George 
Devere, Controller-Treasurer and Walter 
J. Patri, Secretary. At the Stockholders 
Meeting the following directors were 
elected for the coming year: W. Mead 
Stillman, John C. Miller, Albert J. Blum, 
John F. Crosby, Joseph L. Smith, George 
A. Horton and J. W. Morris. Mr. Miller 
reported that the company has been en- 
joying a growing volume with the larg- 
est backlog of orders that the company 
has had for years. The Foundry Division 
sales volume is the largest, in the com- 
pany’s history. Berlin Chapman Com- 
pany manufactures canning and food 
processing equipment, school bleachers 
and gymnasium equipment, engineered 
grey iron and non-ferrous castings. 


Kern Food Products Incorporated has 
changed its name to Kern Foods, Ine. 
Address and telephone number remain 
the same at 6453 Bandini Blvd., Los 
Angeles 22. 
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O. |. BREAKS GROUND AT 
PORTLAND 


Ground-breaking ceremonies for Port- 
land’s (Oregon) Owens-Illinois glass 
container manufacturing plant, scheduled 
to be one of the most modern of its kind 
in the nation, were held July 12, with 
Governor Paul L. Patterson, Mayor Fred 
L. Peterson, other city officials and com- 
pany representatives in attendance. 
H. S. Wade, vice president of Owens- 
Illinois and general manager of the com- 
pany’s Pacific Coast Division, and other 
company officials were on hand for the 
event. 

The new glass plant, to be located on 
a 70-acre site, will consist of four build- 
ings, including a main factory, ware- 
house, batch house and compressor build- 
ing. Architectural plans call for a highly 
modern plant. Adjoining the main build- 
ing, which will be of concrete and corru- 
gated metal, will be a landscaped park- 
ing lot for 150 cars. 

The Portland plant will add a third 
glass container manufacturing unit to 
Owens-Illinois’ Pacific Coast Division. 
The other two are located in Los Angeles 
and Oakland. In addition to these, there 
is a closure plant at San Jose, California, 
and there are sand plants at Corona, 
Pacific Grove and Ione, California. 

Bradley K. Holbrook has been named 
project engineer. As the Owens-Illinois 
representative he will be responsible for 
proper execution of plant construction, 


will serve as liaison between company 
engineers and the contractors and will 
supervise procurement and _ installation 
of all glass manufacturing equipment. 
He will coordinate his duties with 
Waldemar Funke, chief engineer for 
Owens-Illinois Pacific Coast division who 
will become the Portland plant’s man- 
ager upon its completion sometime in 
August, 1956. 


IN MEMORIAM 


S. A. Lasselle, 78, suffered a cerebral 
hemorrhage and died suddenly on July 
22. Born at Gold Hill, Nevada on August 
30, 1878, Mr. Lasselle’s early experience 
in the Pacific Northwest was in the ship- 
ment of fresh and dried fruits in Albany, 
Oregon. In 1922 he became associated 
with the California Canneries of San 
Francisco and in 1925 with the Rosen- 
berg Bros. of Portland working with 
dried fruits. His Sherwood, Oregon 
operation began in 1928 with the Lasselle 
Canning Company which in 1933 became 
the Portland Canning Company. The 
Forest Grove plant was purchased in 
1936. Mr. Lasselle had been in semi-re- 
tirement for the past six years. He is 
survived by his wife, Martha, sons, Elton 
and Courtney of Tigard, Oregon, Percy 
of Forest Grove, Herbert of Portland, 
Oregon and a daughter, Mrs. A. P. Olsen 
of San Carlos, California. Son Elton has 
been particularly active in Northwest 
Canning Circles in recent years. 


Mrs. George A. Burnham, wife of 
George A. Burnham, President of Edgett- 
Burnham Company, Newark, New York, 
passed away on July 8 following a brief 
illness. 

G. L. Wellington “Duke” Wise, 62, 
who spent a lifetime (41 years) with the 
U. S. Printing & Lithograph Company 
and its predecessor, here in Baltimore, 
the American Label Company, passed 
away Friday morning, July 22 at 8:30 
a.m. after a lingering illness of some 4 
or 5 years. “Duke” joined his late 
brother, Albert, at the American Label 
Company in 1914 and continued with 
U. S. when the plant was taken over by 
that firm. Both were especially well 
known in the Tri-State territory where 
they enjoyed a host of friends. 


Roy Pagin, owner of the Summit Pack- 
ing Company, LaPorte, Indiana, passed 
away last week after 16 months of seri- 
ous illness. Mrs. Pagin plans to operate 
the firm in 1955. 


Michael J. Wynn, 56, manager of the 
American Can Company’s Hudson plant 
in Jersey City, died July 13 in St. Fran- 
cis Hospital, Jersey City. A native of 
New York City, Mr. Wynn was a veteran 
of 40 years service with Canco. He be- 
gan his career as a stock clerk in the 
firm’s Brooklyn factory and, in 1927, be- 
came general foreman. He was trans- 
ferred to the Hudson plant in 1929 and 
was given positions of increasing re- 
sponsibility, culminating in his appoint- 
ment as manager in 1944. 


URSCHEL 
Model F Dicer | 
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FACTS: 


CHIP LOSS—up to two-thirds reduction in chip loss. 


CAPACITY—enormous. Example — white potatoes 
up to 9 tons per hour. 


DESIGN—unit swings open quickly for cleaning, 
adjustment, inspection or repair. 
$1ZE—takes only 15 sq. ft. floor space. 


CONSTRUCTION — ruggedly built, 
plant-proved unit, with low maintenance cost. 


dependable, 


\ 
4 
| 
i 
es 
4 
a 
3 
tx 
: : ‘ = 
NG 


It’s Pienic’n’ Barbecue Time! What better way to enter- 
tain guests at home than to serve a sizzling Southwest 
Barbecue like the one shown on the right. 

This exciting four-color, two-page ad (reproduced here 
in black and white) appears in the July 11 issue of Life 
and the August McCall’s and Good Housekeeping — it’s 
Canco’s way of reaching a potential audience of 47,700,000 
customers for you! 


All the tantalizing goodness of this famous Southwest 
Barbecue is recreated in easy-to-follow recipes that employ 
a wide variety of canned foods and beverages. When Mrs. 
Homemaker goes to the market she will buy your products. 


Take advantage of this unique and appealing promotion 
by Canco. Be sure your retail outlets highlight your brands 
. .. price them attractively and display them prominently. 


Southwest Barbecue is just one more example of Canco’s 
service to you... another ad aimed directly at consumers— 
the people who ultimately buy your products. Another 


striking ad that urges these customers to buy foods and 
beverages in cans. The help is here—profit by it! 


FREE! 


Mats or photographs for newspaper advertising ... 


To help YOU get YOUR brand featured in food retailers’ news- 
paper ads, Canco has mats for the main illustration of this South- 
west Barbecue ad (2 col. 65 screen) for any tie-in program you 
may work out with your retailers. A mat or photograph will be 
sent FREE direct to any retailer planning such a promotion. 
Requests should be addressed to: American Can Company, Sales 
Promotion Division, 100 Park Avenue, New York 17, New York. 


Go first to the people who are first! 
@ AMERICAN CAN COMPANY “x2 
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Cowsoy BE, 
Beans are Wonderful as 
cans. But here's clever “Spi 
i Combine 2 cans (1 Jp, ach) 
2 tablespoons each rated on}, 
Zippy TOMATO SAUCE Ses, 1 teaspoon each dry 
Tecan (1 tomatoes and cheddar 
1 can (g °F) tomato sauce Bake bubbling. 
1 medium-sized °nion, choppeg 
3 "ablespoon, Cider Vinegar 
1 tablespoon Worcestershinc sauce 
1 "ablespoon Prepared mustard 
1 teaspoon chili Powder 
Combine ingredients, Simmer 15 Minutes, 
Stirring occasionally, Makes 3 CUPS. Note, 
es You can also buy delicious barbecue Sauce No Tecipe needed! Take 
ay ready-made in cans! Cans, broj} on the grill,» 
Tomato Sauce, No 
Shrinkage. These are on) 
different Meals you can 
Can Company cang 
9 
‘ 
‘3 
York, Chicago, 
New ‘rancisco 
: San Frat 
* 


Straight from 
Ste with Zippy 


Waste, no 


‘ 
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Meat Cc 
“Mes from Cans mad by Amer; 
| ade Merican Can Comp; 
come from - 
ch) trick, Sorr ORINKs SALAD 
cubed °F soft drinks by American Can Company, au shower cherries, apri. ina jiffy wish your own 7OP-YOUR. own, SUNDAE 
Vors seal in the bubbly, can~aq SPecia ining Canco cans! 
kabobs, 'urning once, fudge °F syrup, fruit Sauces, nuts, 
PASTING Sauce 
Teup 
ke, teaspoon cinnamon allspice 
Combj ingredients Simmer 5... 
Of the 139 the tiny, silvery Maine 78 
this Stzzling IJood 
. 
j ma CaN... Comes to You at tts bests 
| 
> 
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CANNERS’ SEASON SHIPMENTS RISE SHARPLY 


With end of the year canners stock 
figures on all important vegetables ex- 
cept corn now available, it’s possible to 
get a bird’s eye statistical picture of the 
sharply increased shipments of ten vege- 
tables as compared with last season. In 
the table below comparative corn figures 
are shown for the 11 months Aug. 1 to 
July 1. As we have seen in previous re- 
ports in this column, shipments of major 
canned fruits compared favorably with 
last year but did not set any records due 
to the supply situation. Stocks of these 
important fruits were reduced to a mini- 
mum level by June 1, the carryover date. 

The table below was prepared to show 
the comparative movement during the 
past two seasons, the stock situation as 
canners begin a new pack and the acre- 
age where available so that some idea of 
possible 1955-56 supply may be obtained. 
Won’t take much figuring to determine 
that shipments of the ten vegetables dur- 
ing the 1954-55 seasen averaged 712 per- 
cent greater than the previous season. 
Taking the four major vegetables, peas, 
corn, beans and tomatoes, canners ship- 
ments averaged 1042 percent greater 
than the previous year. Of the major 


than this time last year, while the total 
acreage is also 4 percent smaller. Bear- 
ing in mind the extreme heat that has 
persisted these past several weeks in im- 
portant canning areas from the Plain 
States east to the Atlantic Coast and 
despite the excessive carryover of beans, 
and sweet corn, it can only be concluded 
that canned vegetables are and should be 
good property these next twelve months. 
Fruit and fish are generally in the same 
position. 


FROZEN VEGETABLES — Stocks of 
frozen vegetables in commercial cold 
storage July 1, 1955 totaled about 410 
million pounds, 8 percent less than those 
of a year earlier. Stocks on July 1, 1955 
were smaller than a year previously for 
asparagus, broccoli, cauliflower, green 
peas, pumpkin and squash, and miscel- 
laneous other vegetables, but larger for 
lima beans, snap beans, Brussels sprouts, 
sweet corn, and spinach. During June 
1955, total cold-storage holdings of 
frozen vegetables increased over 13 mil- 
lion pounds. Increases in asparagus, 
broccoli, green peas, and spinach — re- 
flecting seasonally expanding production 


commodities, shipments of peas and to- —more than offset decreases in other 
mato juice were slightly below last year vegetables. 

while beans and corn were sharply 

higher. THE WEATHER — Omaha 100°, St. 


Some idea of the favorable stock posi- 
tion of canned vegetables is evidenced 
by that fact that carryover stocks are 24 
percent smaller for these ten vegetables 


Canner 


Louis 99°, Chicago 100°, Portland, Maine 
90°, Cincinnati 96°, Cleveland 97°, Buf- 
falo 90°, Boston 93°, New York 92°, 
Philadelphia 95°, Baltimore 97°, Rich- 


CANNERS SHIPMENTS AND SUPPLIES 


(Thousands of Actual Cases) 


Canner Stocks 


mond 95°—high temperatures of yester- 
day, Wednesday, July 27. And it’s been 
that way so long it’s hard to remember, 
in our boiled condition, when it was bet- 
ter. On the other hand; Seattle 67°, San 
Francisco 69°, Los Angeles 74° — “Go 
West young man, go West.” Yesterday 
was the 26th day this summer of over 
90° heat in Baltimore. Old record estab- 
lished in 1876 was 23 days. Twenty-one 
of the over 90° days were in July. So 
far the average daily high temperature 
this month has been over 93°. Situation 
is much the same in the important can- 
ning areas east of the Plain States. 
Records have been established in New 
Jersey, Pennsylvania, New York and 
Massachusetts. Michigan, Wisconsin, 
Ohio, Minnesota, Illinois, Indiana, Ohio 
and in fact the entire northern half of 
the country, excluding the Northwest, 
has experienced extreme temperatures. 
Most of these states tco are dry and 
crops are suffering for want of rain. In 
Tri-State area, Pennsylvania and New 
York, heat causing blossom drop of beans 
and tomatoes. Early corn still looking 
good with later plantings hurt the most. 
Wisconsin reports wax and green beans 
are showing dropped blossoms and curled 
leaves with much of the bean area in that 
state in need of rain. Pea packing about 
completed with high temperatures gen- 
erally bringing high yields of late peas 
and considerable skipped acreage. Corn 
which has been growing under favorable 
conditions from Mid-June to Mid-July is 
now definitely suffering from excessive 
heat and lack of moisture. Fields are 


Canners’ Season 


Carryover* Pack Total Supply July Shipments* Avreage(c) 

1958-54 1954-55 1953-54 1954-55 1958-54 1954-55 1953-54 1954-55 1954 1955 
RIS cccninchovbincosantciechckenasuenicctice 332 2,269 23,897 (a)31,698 24,229 33,967 2,269 6,171 21,959 27,796 158,470 141,610 
Bects vee. 1,447 2,204 9,137 7,738 10,584 9,942 2,204 1,495 8,380 8,447 16,500 16,930 
Carrots _...... 528 1,010 2,629 2,010 3,157 3,020 1,010 851 2,147 Sf 
ROETD —wivcascecsangsisnsnkecivecsavencecainrace 2,317 5,145 36,245 36,761 38,562 41,906 6,662 7,337 31,900 $4,569 484,910 418,850 
| a ee 3,420 4,243 31,366 27,245 34,786 31,488 4,243 1,873 30,543 29,615 452,760 460,780 
Pumpkin & Squas 1,330 1,359 2,546 1,786 3,876 3,145 1,359 195 2,517 a - 
Tomatoes oo... 4,959 4,214 20,841 (a)24,110 25,800 28,324 4,214 2,762 21,586 25,562 273,850 295,300 
Tomato Juice 6,233 10,113 32,733 23,427 38,967 33,540 10,113 5,405 28,854 S| er sore 
Tomato Catsup 6,462 5,691 19,116 18,565 25,577 24,255 5,691 2,699 19,886 a 
Tomato Chili 861 884 2,563 1,979 3,425 2,863 884 436 2,541 
Total 10 27,889 37,132 181,073 208,963 212,450 38,649 29,224 170,313 
178 147 2,942 4,709 3,120 4,857 249 1,293 2,872 
Apple Sauce 179 541 11,205 15,294 11,384 15,835 1,012 3,202 10,371 
RSP Cherries 113 167 3,849 3,086 3,962 3,253 167 125 3,795 ae. coms adden 

: * Corn, Apples and Applesauce Aug. 1, Peas June 1, all others July 1. 
cate * Corn, Apples and Applesauce are not carryover or total season shipments as season ends Aug. 1. Pea figures are as of June 1 (end season). All others are 


carryover July 1;(end season). 
: (a) Includes 1955 pack to July 1 
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(b) Basis 6 No. 


10 cans to case. 


(c) 1955 acreage is preliminary. 
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MARKET NEWS 


firing and leaves are curling up. Condi- 
tions not good for silking and tasseling. 
Will respond to rain but doubtful if it 
ean fully recover. Pack will begin about 
August 10. 

TOMATOES—Tomato deliveries here 
in the Tri-State area have slowed down 
perceptibly. Starting off with good qual- 
ity it is now generally described as 
“lousy”. Difficult to pack anything but 
low standards this week. Price still $1.10, 
cost estimated by one packer at $1.17%4. 
Need for quick money is the only factor 
holding the market down. Canners at the 
moment genuinely worried about the 
prospect of getting some quality. Some 
little puree and catsup hit the market 
this week and a number of canners 
withdrawn. 

FRUIT PRICES—More and more fruit 
prices are making their appearance 
every day and, with the exception of 
some shading in apricots and competi- 
tion in cherries, are offered on a firm 
basis. Independents generally are quot- 
ing 2% choice cling peaches in a range 
between $2.82'% and $2.87%4 with 303’s in 
that quality anywhere from $1.82% to 
$1.90. Faney 2% clings are listed at 
$3.0716 with 303’s at $2.00 to $2.05. 
These prices are considerably higher 
than last year’s openings. 

Choice pears are offered at $3.40 for 
21%4’s and $2.20 for 303’s with 10’s at 
$12.50. 

A representative list of cocktail prices 
appearing about the middle of the week, 
(with 1954 prices in parentheses) is as 
follows: fancy in extra heavy syrup, 8 
oz. $1.32% ($1.25); 303’s $2.30 
214’s  $3.62% ($3.40); 10’s $13.50 
($12.75); choice—8 oz. $1.30 ($1.20); 
303’s $2.25 ($2.1212); 244’s $3.50 ($3.30); 
10’s $12.75 ($12.00). 


NEW YORK MARKET 


Heat Slows Business Activity—Outlook Is 
For Favorable Market — Peas Firm — Heat 
Strengthening Tomato Situation—Bean De- 
mand Limited Possibly Due To Heavy Carry- 
over—Peach Openings Considerably Higher 
Than Last Year—Competition In Apricots— 
Pears About In Line With Last Year — 
Japanese Pink Salmon Offered—Maine Sar- 
dine Prices Rise As Pack Continues Small— 
Shrimp Marked Tight—Better Call For Tuna. 


By “New York Stater” 
New York, N. Y., July 28, 1955 


THE SITUATION—The extreme heat 
cut sharply into business totals in the 
spot canned food markets, except for de- 
mand for seasonal products, such as fish 
and citrus juices, although in some in- 
stances a little replacement trade was 
seen in vegetables. 


THE OUTLOOK —In nearly all in- 
stances trade reports indicate that new 
pack offerings coming on the market will 
meet a favorable reception. Some of the 
vegetable packs in the East may run 
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toward shortages, as a result of the ex- 
cessive heat and the lack of moisture. Al- 
ready there are signs of a tightening 
market for all citrus juices, with canner 
unsold stock holdings in Florida below 
last year with the heavy consuming sea- 
son now underway. Midwest sweet pea 
offerings are coming on the market at 
firm prices with the idea that there will 
be a heavier demand than usual owing to 
the short packs in the Northwest. With 
the tightness of sardines and salmon, the 
trade in tuna is beginning to show signs 
of broadening in various market outlets. 


PEAS—A firm market rules. In the 
Midwest, there have been advices of de- 
layed operations to the late packs from 
the hot weather, but there are also indi- 
cations that the demand for this item 
this year would be heavy due to the 
short packs in the Northwest. There were 
also reports of Northwest canners buy- 
ing in the Midwest so as to have stock 
to meet their contract obligations. 

Standard 303s, 5 sieve sweets, f.o.b. 
cannery were reported offering at $1.25 
and the same basis for 3 sieve standard 
Alaskas. Standards ungraded were of- 
fered out of Maryland at $1.10 to $1.15 
per dozen, f.o.b. cannery. 


TOMATOES—Heat, shortage of pick- 
ers and absence of adequate moisture 
stand out as a threat of importance to 
the tomato packs in the Maryland and 
Pennsylvania canning areas. Apparently 
the late maturing fruit in some sections 
will never reach canneries, being de- 
stroyed by the weather elements. Mean- 
while, there is a firm undertone, but 
actually there has been no advance of 
price offerings of the past few weeks, 
averaging from $1.10 to $1.15 per dozen 
f.o.b. cannery, for 303s. 


PEACHES — Leading packers operat- 
ing under nationally advertised brands 
named opening prices for the 1955 
packs. Independents followed and in both 
instances the selling levels were higher, 
but as expected. The higher market 
range was based on the extremely small 
carryover stocks, higher production costs 
and the upturn in the grower price. One 
canner named $3.07 for clings, halves 
and sliced for 24s, while another canner 
quoted $2.85 to $2.90 for the same items, 
f.o.b. cannery, per dozen. Independents 
quoted $2.82% to $2.87% per dozen 
for 2%s f.o.b. cannery. The markets 
were now in a position where the trade 
will study closely the buyers reaction to 
these levels for shelf prices are expected 
to be the highest in some time. Compared 
with a year ago the markets on 2%s are 
up approximately 40 cents a dozen f.o.b. 
cannery. 


APRICOTS — Sharp competition for 
business is underway and the price level 
is being lowered by many sellers. Appar- 
ently opening schedules were out of line 
with the production totals and price ad- 
justments are now underway. The offer- 
ings currently are around $2.80 for 2%s 


choice unpeeled and $1.80 for 303s. On 
choice whole peeled 2's the asking basis 
was $2.85 for 2\%s and $1.82% for 303s. 
On whole unpeeled choice the current 
market is $2.27% for 2%s and $1.55 for 
303s, all per dozen f.o.b. cannery. 


PEARS—The Canning Pear Associa- 
tion of California has set prices to can- 
ners ranging from $70.50 to $82.50 a ton, 
as to location quality, etc. There were 
some prices on the market for 1955 packs 
which were in line with trade expecta- 
tions. Choice halves 2%2s were quoted at 
$3.40 and with 303 at $2.20 per dozen 
f.o.b. cannery. Here also the trade is 
waiting to see just what the reaction 
may be in retail quarters to the current 
schedule. 


OTHER CALIFORNIA FRUITS—The 
trade is of the opinion that early in Au- 
gust canners will have set prices for 
fruit cocktail, fruits for salad, and minor 
packs. The idea is that firm prices will 
exist in view of the high production 
costs. 


SALMON—A surprising development 
was the reported offerings of Japanese 
pack pink salmon, basis f.o.b. Baltimore, 
ex-warehouse, at $19.00 to $19.50 per 
case. There was not, however, much of a 
buying movement noted. The fact that 
these canned items were available at- 
tracted attention although it was also 
reported that Japanese canners have 
been offering this pack f.o.b. Japan for 
some time and that American buyers 
showed practically no interest. 

Pinks are in very short supply and the 
last prices paid f.o.b. West Coast for 
1954 packs were said to have been in the 
neightborhood of $21.00 to $22.00 per 
case, halves. The outlook now is for 
another short pack. 

Latest Alaskan packing figures to 
July 16, basis 1s tall, reported by the 
U. S. Fish & Wildlife Service was for a 
pack of 817,468 cases, with 76 canneries 
in operation. Last year to this time the 
pack was 1,231,398 cases and two years 
ago 1,042,131 cases. 

A firmer market offering schedule was 
reported for Puget Sound Sockeyes at 
$17.00 to $17.50 per case for halves. 
Alaska reds were offered at $16.00 to 
$16.50 and Alaska chums at $9.50, all 
per case f.o.b. 

Columbia River canning operations are 
better than in recent years. However, 
there has been no easing of the price 
level with fancy held at $20.00 to $21.00 
per case f.o.b. shipping point. 


SARDINES — The Maine pack con- 
tinues very small. The total pack to July 
16, was 462,106 cases, as against 
1,637,201 cases packed to the approxi- 
mate date the year previous. The fish 
supply along the coast was still spotty. 
As a result of the small stock left in 
canners hands and in consigned markets 
as well, and the broadening demand, 
prices were lifted by most canners 25 
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MARKET NEWS 


cents a case to the basis of $6.75 per 
cases, f.o.b. for keyless, quarters. 


SHRIMP—Small stocks and a good de- 
mand were keeping prices on a very firm 
footing. There was some attention given 
to the imports of frozen shrimp from 
Pakistan, the initial consignment consist- 
ing of 5,000 lbs. This will offer a cer- 
tain amount of competition to the canned 
product from the Gulf it was pointed out, 
but the buying call is so heavy as to 
overshadow any price shading, trade 
leaders maintained. For small, unin- 
spected, the market was $3.35, medium 
$3.60, large $3.95 and Jumbo $4.50, f.o.b. 
Gulf cannery. 


TUNA—A much better market posi- 
tion was reported in most of the dis- 
tributing outlets. The shortage of other 
canned fish, combined with the hot 
weather has aided the market materially. 


CHICAGO MARKET 


Buyers Generally Selective — Sour Cherry 
Situation Anything But Stable — Eastern 
Tomatoes Find Ready Market In Chicago— 
Juice Only Tomato Product Offered—Early 
Wax Beans Find Takers—But Prices Un- 
changed From Last Year—Corn Continues 
To Improve — Cherries And Boysenberries 
Out Of Northwest Well Below Last Year— 
California Cherries And Apricots On Weak 
Side—Pineapple Late. 


By “Midwest” 


Chicago, Ill., July 28, 1955 


THE SITUATION—Activity has been 
spotty as buyers generally are in a 
highly selective mood and the past week 
was no exception. The trade have al- 
ready seen a soft market on both sweet 
and RSP cherries as well as a decided 
weakness on the part of apricot sellers 
all of which has tended to make them 
cautious. Despite irregularities canners 
report sweet cherries, both Annes and 
blacks, have been selling well and New 
York, where prices are lower or at least 
have been, reports a heavy movement of 
RSP cherries. New pack Eastern toma- 
toes are finding a ready acceptance in 
the face of a complete lack of offerings 
from local sources. Prices are lower by 
far than the last quetations on spot 
goods sold here and the major buyers 
have not hesitated to step in and buy. 
Peas have also enjoyed a steady move- 
ment as stocks in distributor’s hands 
were at a minimum. However, the gen- 
eral picture is not one of heavy volume 
as buyers are being very tight fisted 
about many items and the overall volume 
of trading is only fair. 

The pea pack in Wisconsin is just 
about finished and despite some loss in 
the case of sweets, there has been a good 
pack in that area. Other crops, not yet 
harvested, look good in this area and 
should produce some excellent packs, To- 
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matoes, corn and cabbage all appear to 
be coming along in fine shape at the mo- 
ment although a lot can happen between 
now and when the wheels start turning 
on the new packs. 


RSP CHERRIES —Canners in Michi- 
gan and Wisconsin are generally quoting 
water pack cherries in 303s at $1.85 and 
tens at $10.25. Just recently however, 
there has been evidence of price shading 
in an effort to compete with New York 
processors who have been taking consid- 
erable business on the basis of $1.80 and 
$9.25. This is not a normal market for 
New York canners but prices at these 
levels even offset the usual differential in 
freight and Chicago buyers have not hes- 
itated to buy. The market is a long ways 
from being a stable one. 


TOMATOES —It has been reported 
here many times recently that local can- 
ners have no standard tomatoes to sell 
and that situation will not change until 
the new pack makes an appearance about 
the middle of August. In the meantime, 
Eastern canners have been selling stand- 
ards here on the basis of $.85 for ones, 
$1.10 for 303s, $1.80 for 2%s and $6.50 
for tens. There have been a few feelers 
put out by Indiana canners in regard to 
new pack standards from this area but 
nothing official has been heard in re- 
gard to prices. Buyers have had an op- 
portunity to buy standards right off the 
line when ready at $1.25 to $1.30 for 
303s but very little business has been 
done so far. 


TOMATO PRODUCTS—tThere is noth- 
ing offered by local canners in the way 
of tomato products with the exception of 
a little fancy tomato juice. This item 
can be purchased at $1.20 to $1.25 for 2s 


and $2.35 to $2.40 for 46 oz. but quanti- 


ties available are limited. Buyers are 
anxious to get some news in regard to 
new pack prices but so far little has 
come through. Fancy catsup has been 
offered for prompt shipment at $1.60 to 
$1.70 for 14 oz. and $10.00 to $11.00 for 
tens but generally canners are still hold- 
ing back. Catsup and puree should find 
a ready: home once new pack goods are 
ready. 


BEANS—Standard cut green beans are 
still offered out of the Ozarks at $1.00 
for 303s and $5.00 to $5.50 for tens with 
extra standards at $1.10 and $6.50. New 
pack fancy wax beans from early acre- 
age in New York found a ready home 
here as the trade were badly in need of 
supplies. Sales are reported here on the 
basis of $8.75 for fancy three sieve cuts 
in tens and $1.55 for 303s while fancy 
fours have sold at $8.50 and $1.50. Can- 
ners of Blue Lake beans on the Coast 
will be under way on the new pack by 
the time this reaches print and they re- 
port heavy sales already at prices previ- 
ously quoted here. 

BEETS — Wisconsin canners in some 
parts of the state are now canning new 
pack beets with the trade pushing for 


THE CANNING TRADE 


early delivery of fancy sliced and many 
sizes of whole. Prices are unchanged 
from last year which means fancy sliced 
will sell for $6.00 in tens and $1.20 in 
803s with diced and shoestring at $5.00 
and $1.00. Fancy whole beets in tens are 
offered at $14.00 for 400/ov., $13.00 for 
250/ov., $12.00 for 200/ov., $10.50 for 
150/ov. and $9.50 for 100/ov. In 303 
tins prices are listed at $2.40 for 65/ov., 
$2.20 for 40/ov., $1.80 for 25/ov., $1.35 
for 12/ov. and $1.25 for 10 and ov. 


CORN—A market that has been im- 
proving right along although it’s begin- 
ning to appear like another big pack is in 
the offing. Curently, standard grade is 
tough to find and those canners with 
goods still to sell are holding at $1.10 ex- 
cept for off grade lots. Extra standard is 
fast reaching the same position and only 
seattered lots of cream style are left at 
a bottom of $1.15. Fancy cream style is 
strong at $1.25 with indications this price 
will soon move up another nickel al- 
though fancy whole kernel can still be 
purchased at $1.20. 


NORTHWEST FRUITS —Canners in 
this area have had a little trouble find- 
ing the right price level for sweet cher- 
ries but they all report excellent sales 
so far at prices which are generally 
much lower than last year. The trade ap- 
pear to like what they have seen and 
have not hesitated to buy their require- 
ments. Boysenberies are now being 
canned and are offered at $1.35 for fancy 
grade in eight ounce cans with 303s at 
$2.25 and tens at $13.25 while choice 
grade are listed at $2.15 for 303s and 
$12.25 for tens. These prices are also 
much lower than last year and should 
meet with ready response. Spot supplies 
of pears are almost non-existent and un- 
sold stocks of prune plums are badly 
broken. 


CALIFORNIA FRUITS —Canners in 
this area are having their troubles in the 
case of sweet cherries in the face of 
rough competition from the Northwest 
where canners bought raw stock for con- 
siderably less money. Cling peaches and 
cocktail, of course, are a thing of the 
past until new goods make an appear- 
ance. Apricots are offered but the trade 
are a little leary in the face of declining 
prices. Currently, choice unpeeled halves 
are listed at $1.10 for eight ounce, $1.80 
for 303s, $2.80 for 2%s and $10.15 for 
tens. 


PINEAPPLE—tThe pineapple industry 
has been having a lap full of trouble due 
to a shortage of stock and a crop that 
was about four weeks late. During the 
latter part of the last season stocks be- 
gan to run short and the trade were 
quick to place firm orders for immediate 
shipment out of the new pack. Orders 
piled up, the pack was late and the 
trouble started. However, it now appears 
Island canners will soon be in a position 
to break the log jam and get things back 
to a more normal basis. 
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(Spot prices per dozen F.O.B. 
cannery unless otherwise 


specified.) 
ASPARAGUS 
Calif., Fey. All Gr. No. 2 
Colossal 5.00 
Mammoth 4.90 
Large 4.85 
Gr. & Wh., Tips, Colossal............ 4.35 
Ungraded 3.65 
No. 10 Cut Spears............ 16.00-16.50 
Pic., all Gr., 3.30 
N. J., Fey. All Gr. No. 300 
Mammoth Spears 4.10 
Large Spears .3.95-4.00 


Mid-W., Fey All Gr. Cuts & Tips 


No. 8 oz 1.65 
No. 1 Pic 1.77% 
No. 300 2.30 
No. 10 16.00 
BEANS, Srrinciess, GreEN 
MARYLAND 
1.00 
1.40-1.50 
No. 10 8.00-8.25 
Fey., 3 sv., Cut, No. 303............ 1.60 
No. 10 8.75 
Ex. Std., Cut Gr., 02, .....00 -90-.95 
No. 303 1.15-1.25 
No. 21% 2.00 
No. 10 7.00-7.25 
Std., Cut, Gr., No. 308.......... 1.00-1.05 
1.70-1.75 
No. 10 5.50-6.25 


New York & Pa. 
Wh., Fey., 2 sv., No. 


3 sv. 2.35 
Cut. Fey., 3 sv., No. 303....1.50-1.55 
Fey., 4 sv., cut, No. 302 1.30-1.40 
7.15 
Ex. Std.. Cut, No. 
No. 10 6.50-7.00 
Fey., 3 sv., cut, wax, 
1.55-1.66 
No. 10 8.75 
WISCONSIN 
Gr. Wh., Fey., 2 sv., No. 308......2.30 
3 sv., No. 303 2.00 
12.25-12.50 
Cut. Fey., 3 sv., No. 3038......1.40-1.55 
No. 10 7.75 
No. 10 7.75-8.00 
Ex. Std., 4 sv., NO. 1.30 
No. 10 
Ex. Std., 5 sv., No. 303........1.18 
No. 10 0025.75 
Wax, Cut, Fey., 3 sv... 1.55-1.60 
No. 10 8.75 
4 sv. 1.45-1.50 
5 sv. 1.25-1.30 


N.W. Blue Lake 
Wh., Fey., 2 sv., No. 303............2.40 


No. 10 13.00 
No. 10 12.50 

Vertical, Fey., 3 sv., No. 303......2.45 
2.321 

No. 10 10.50 


Ex. ave, NO. 1.45 
No. 10 8.35 

7.35-8.15 

Ozarks, Std. Cut, Gr. 303’s..1.00-1.05 
No. 10 5.00-5.50 

Texas, Std., Cut, No. 308............1.05 

BEANS, LIMA 

Mtnwest 

Fey. Tiny Gr., No. 308........ 2.00-2.°0 
No. 10 11.50 

Fey. Gr. & Wh., No. 808.......000:.000 1.60 
No. 10 ... 9.50 


TrI-STATES 

Fey., Tiny Gr., No. 303......2. at 45 
Small 95 
Medium 75 


Ex. Std. Gr. & Wh., No. 308......1.35 
Md., Fey. cut, Diced 3038s....1.00-1.05 


Fey., Sliced No. 1.15-1.20 
WISCONSIN 
Frey. NO, 8 85 
No. 303 1.15-1.20 
No. 10 6.00 
No. 10 4.75-5.00 
Cut, 303 1.00 
No. 5.00 
N.Y. ., Cut & Diced 303s..1. 10 
Sliced 303s 1.25 
Texas, Fey., Sl., No. 303... 1.05 
No. 10 5.25 
\RROTS 
Wis., Fancy, Diced, 
No. 303 1.00 
No. 10 5.00 
Md., Fey., Diced, No. 303.......... 1.00 
No. 10 5.50 
MARYLAND 
W.K. Gold., Fey., No. 8 02... .90-.95 
No. 303 1.25-1.35 
No. 10 7.75-8.25 
No, 10 7.00 
Std., No. 303 1.00-1.10 
No, 10 6.00-6.50 
Shoe Pey, Fey.. No. 
No. 14 50 
C.S. Gold, Fey., No. 303......1.25-1.35 
No. 10 7.75-8.25 
1.15-1.20 
No. 10 
No. 10 5.75-6.50 
Mipwrat 
Fey., W.K. Gold., 
1.20-1.271%4 
No. 10 7.50-8.00 
No. 10 6.00-7.00 
Std., No. 303 
C.S., Gold., Fey., No. 303..1.25-1.321%4 
No. 10 8.25-8.50 
No. 10 6.25-7.00 
Std., No. 303.. 1.10 
Co. Gent. W.K., Fey., 8 02..... .85-.010 
No. 303 1.35 
No. 10 7.75 
1.2714-1.4214 
No. 10 8.00-8.25 


PEAS (New Pack) 
Maryland Alaskas 


Fey., 2 sv., No. 303.. 


..11.50-12.00 
Fey., 3 sv., No. 308........... 1.65-1.75 
No. 10 9.00-9.50 
Ex. Std., 2 sv., No. 308........ 1.55-1.60 
No. 10 8.00 
3 sv., No. 303 1.40 
No. 10 7.50 
4 sv.. No. 303 1.35 
No. 10 7.00 
No. 10 7.00 
No. 10 6.75 
Ungraded, No. 1.10-1.20 
No. 10 6.65 
Maryland Sweets 
Fey., Ung., No. 308.............. 1.50-1.55 
No. 10 8.50-9.00 
Ex. Std., Ung., No. 303........ 1.30-1.35 
No. 10 7.50 
No. 10 7.00 
Midwest Alaskas 
No. 10 13.50 
2 sv., No. 303 2.20 
No. 10 12.25 
9.00-9.25 
Ex. Std., 3 sv., No. 303........ 1.40-1.45 
No. 10 8.00-8.50 
No. 10 7.25 


Std.. 4 sv., No. 1.20-1.25 


CANNED FOOD PRICES 


No. 10 6.50-6.75 
Midwest Sweets 
Fey., 4 sv., No. 303 1.55 
No. .10 8.25 
5 sv., No, 303 1.45 
No. 10 7.75 
Ungraded, No. 808... 1.55 
No. 10 8.25 
Ex. Std., 4 sv. & Ung., No. 303..1.35 
No. 10 ... 7.50 
5 sv., No. 303 1.30 
No. 10 7.25 
PUMPKIN 


Midwest, Fey., No. 303..(nom.) 1.00 


No. 2% ..(nom.) 1.40 
No. 10 (mom.) 5.15 
SAUERKRAUT 
Midwest, Fey., No. 303.... .92%4-.95 
No. 2 1.00-1.0714% 
No. 2% 1.25-1.30 
No. 10 4.20-4.40 
214’s 1.15-1.30 
No. 10 3.90-4.25 
Texas, No. 303 1.05 
No. 10 5.15 
SPINACH 
Vays, 8 .80 
No. 303 1.20-1.25 
No. 2% 1.80-1.85 
No. 10 6.00-6.25 
Ozark, Fey., No. 
No. 10 §.25-5.50 
Calif., Fey., 8 -824%4-.92% 
1.121%4-1.25 
No. 2% 1.55-1.80 
No. 10 4.60-5.50 
TOMATOES 
1.15 
No. 24% 1.80 
No. 10 6.50-6.75 
1.40-1.50 
New York, Fey., Wh., 
No. 2 2.50 
No. 10 8.50-8.75 
INDIANA, Ex. Std., No. 1............ 1.15 
Std., No. 1 1.05 
Calif., Fey., S.P., No. 303..1.60-1.70 
No. 2 2.00 
No. 2% 2.4 522.50 
No. 10 9.50-9.75 
No. 2.15-2.25 
No. 2% 1.90-2.00 
No. 10 7.25-7.50 
No. 10 6.50 
rOMATO CA TSUP_ 
Calif., Fey., 14 o2........... 7021.75 
No. 10 — 
Ind., Fey. Nom. 
No. 10 ...Nom. 
TOMATO PASTE (Per Case) 
No. 10 (per doz.)... id 


Md., Fey., 100/6 oz. 
TOMATO PUREE 


Calif., Fey., 1.045, No. 2.......... 1.65 
No. 2% 1.95 
No. 10 6.50 

Md., Fey., 1.045 No. 1........ . 

FRUITS 
APPLE SAUCE 

East, Fey., No. 1.25-1.40 
No. 10 6.85 

Calif. (eravensteins) 

No. 10 9.50 
N.Y. Apples, fey., sl., No. 10....10.25 

Mid-West Apple Juice, 46 o7.....2.70 


APRICOTS (New Pack) 


Halves, Fey., No. 
11.60-12.15 
Choice, No. 2% 8002.95 
0.15-10.75 
No. 10 9.15-9.75 
CHERRIES (New Pack) 
R.S.P., Water, No. 308............000 1.85 
No, 2 2.10 


No. 10 10.25 
Calif., R.A., Fey., No. 2%..........4.20 
Choice, 8 oz 1.50 

No. 303 2.60 

No. 2% 4.00 

14.25-15.00 
Std., No. 2% 4.00 
Northwest, R.A., Ch., 8 02........... 1.40 

No. 303 2.4214 

No. 2% 3.95 

No. 10 13.90 

fen 

No. 2% 3.62% 

No. 10 13.50 
Choice, No. 303 2.25 

No, 2% 3.50 

12.75 


PRACHES 
Calif., Cling, Fey., No. 303..2.00-2.05 
No. 2% .... 
No. 10 


1.8214-1.90 


No. 2% 2.8214-2.90 
No. 10 10.70 
PEARS 
Calif., Choice, No. 
No. 2% .. 3.40 
12.50 
PINEAPPLE 
Hawaiian, Fey., Sl., No. 2.......... 2.95 
No. 2% 3.45 
No. 10 13.10 
Crushed, No. 2 2.40 
No. 2% 2.95 
No. 10 9.60 
No. 2% 2.85 
No. 10 12.00 
Std., Half Slices, No. 2................ 2.25 
No. 2% 2.70 
10.60-10.80 
PRUNE PLUMS ‘ 
N.W., Choice, No. 21% 2.25 
No. 10 7.75 
N. Y., Ch., No. 303 1.55 
No. 2% 2.25 
No. 10 7.75 
JUICES 
CITRUS, BLENDED 
Fla., No. 2. 1.00-1.05 
46 oz. 2.25-2.30 
No. 10 4.70 
GRAPEFRUIT 
Fla., No. 2 .85 
46 oz. 1.70-1.75 
No. 10 3.55-3.75 
ORANGE 
46 oz. 2.50-2.65 
No. 10 5.25 
PINEAPPLE 
Hawaiian, Fey., No. 2.............. 1.00 
46 oz. 2.121 
No. 10 4.40 
TOMATO 
46 oz. 2.30-2.50 
46 oz. 2.50-2.60 
46 oz. 2.35-2.40 
No. 10 4.50 
46 oz. 2.35-2.55 
No. 10 4.60-4.80 
FISH 
SALMON—PEr CASE 
Alaska, Red, No. 1T.......... 28.00-29.00 
16.00-17.00 
P.S. Sockeye, No. 1T ...... 27.00-28.00 
17.00-17.50 
Pink, Tall, No. 1 (nom.) 24.00-25.00 
(nom.) 15.00-16.00 
9.50-10.00 
SARDINES—Per CAsE 
Maine, 4 Oil 7.00 


Calif., Ovals 48/1’s per case..7.00-7.50 
TUNA— Par 


Fey., White Meat, 1’s......12.50-14.25 
Fey., Light Meat, 14’s......11.50-12.00 
Std., Light Meat................ 10.50-11.00 
Chunks 9.75-10.25 
Grated 8.00-8.50 
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RATES, per insertion—straight reading, no display—one to 
three insertions per line 50¢, four or more consecutive insertions 
without change per line 40¢, minimum charge per Ad $1.00. 
Forms close Wednesday noon. 


Address all numbered Ads: The Canning Trade, 20 S. Gay 
Street, Baltimore 2, Maryland. 


FOR SALE—MACHINERY 


WHEN IN NEED of food processing machinery of any kind 
wire or call: Ashley Mixon, Canning Machinery. Exchange, Plain- 
view (West) Texas. 


We manufacture complete lines of food processing machinery 
for canned, frozen and fresh packed products. Wire us regard- 
ing your requirements. A. K. Robins & Co., Inc., Baltimore 2, Md. 


FOR SALE—New-Used Canning and Frozen Food Processing 
Machinery. Advise your requirements. Send list machinery you 
have to sell. Otto W. Cuyler, Webster, N. Y. 


FOR SALE—One Angelus Closing Machine #29P set for 
#2 cans; one 60 HP HRT Brick Set Boiler will trade for 30 HP 
Upright or Seotch Marine Boiler. Adv. 55191, The Canning Trade. 


FOR SALE—Retort 40 x 72; 2 Tomato Washers; Canco Can 
Closing Machine 006; Kyler Adjust. Can Labeler; FMC Peerless 
Exhauster 7A; Overflow Pickle Briner; IBM Punch Clock; Kyler 
Boxers for No. 2%s and 2s; 2 Portable Mixers. Original Can- 
ning Co., 491 Dumont Ave., Brooklyn 7, N. Y. 


FOR SALE—Used Canning and Food Processing Equipment. 
Send us your requirements. What do you have to sell, list your 
surplus with us. Let us find a buyer for you. Alard Industries, 
Inc., Box 367, Williamson, N. Y. Phone Wm. 3201. 


FOR SALE—(3) 50 gal. (1) 80 gal. and (1) 200 gal. St. St. 
Jacketed Tilt Kettles; (6) 80 gal. Copper Steam Jacketed Kettles 
with Scraper agitators; 30 Stainless Steel Tanks from 40 gal. 
to 10,500 gal. sizes; (8) Copper Tanks 1723 gal. to 2800 gal. 
sizes, from closed distillery; (4) Welded Steel Tanks with Lasti- 
glas or Mammut Lining from closed breweries (up to 23,400 gal. 
sizes); Fitzpatrick Stainless Steel Comminuting Machines, 
Models D6, & F; Niagara Stainless Steel Filter 110 sq. ft. Perry 
Equipment Corp., 1402 N 6th St., Philadelphia 22, Pa. 


FOR SALE—Bottle Rinser. Hartford Empire Stainless Steel 
Rinser, used less than one year since new; will handle standard 
size bottles up to 12 oz. capacity; new price about $6,000, auto- 
matic feed and discharge, and our price is 30 cents on the dol- 
lar. Floor space required approximately 3’ x 9’, complete with 
% HP motordrive, f.o.b. Philadelphia. Adv. 55207, The Can- 
ning Trade. 


FOR SALE — Tanks. 4 A. O. Smith, one-piece, glass-lined 
Tanks, approximately 17,000 gal. cap. ea.; 3 same as above, 
slightly smaller; and 3 same, 5100 gal. ea.; all linings first class 
shape; also Klein Stainless Steel Diatomaceous Earth Filter, 
total area 160 sq. ft. Adv. 55208, The Canning Trade. 


FOR SALE—Barry-Wehmiller Vortex Cooler or Pasteurizer, 
42’6” long x 15'1” wide by 5’6” high; can be moved in one piece, 
available for about 25 cents on the dollar, and excellent condi- 
tion with all motors and accessories. Adv. 55209, The Canning 
Trade. 


FOR SALE—Case Packer. Standard Knapp 6-lane Model 830 
Packer, automatic case feed, two sets of attachments, like new. 
Adv. 55210, The Canning Trade. 
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WANTED and FOR SALE 


FOR SALE—One Panama Closing Machine, belt driven, extra 
change parts, paddle packer, steaming device; one Ayers Pea or 
Corn Filler for #303 or #2 cans. R. D. & D. B. Snyder, Delta, 
Pa. Phone: GL 6-6669. 


FOR SALE—One (1) Fig. 2600 FMC Double Row Sweet Corn 
Harvester for mounting on Farmall Super M Tractor. Excellent 
condition. Priced to sell. Delta Canning Co., Raymondville, Tex. 


FOR SALE—Fruit and Vegetable Peeler, large size, built by 
A. K. Robins with the Rotor-Screw Lye Peeler being brand new. 
Penn Dairies, Inc., 40 N. George St., York, Pa. 


WANTED—MACHINERY 


WANTED—To Buy: 1 Chisholm-Ryder No. 5 Green Bean 
Pre-Grader; 1 Chisholm-Ryder No. 4 Green Bean Pre-Grader; 1 
Chisholm-Ryder Nubbin Grader. Must be in good condition; 
give age, serial number, bottom price. Alamo Products Co., 
Alamo, Tex. 


WANTED—One (1) CRCO Single Green Bean Grader No. 3 
grader Cylinder, 1812/64 inches opening; Two (2) 334CR, P7, 
P10 or P4 Continental Closing Machines equipped with 303 
turret type change parts; Two (2) 303 Hand Pack Fillers; Two 
(2) 150 gallon stainless Steam Jacketed Kettles; Three (3) 
Lightning Mixers. Harlingen Canning Co., P.O. Box 31, Har- 
lingen, Tex. 


WANTED—Continuous Hot Water Tomato Cooker; Robbins 
Meyers Hoist; 9 pocket Ayars Tomato Filler; Gasoline Fork 
Truck, 12 foot lift; Label Machine for 202 to 603 cans. Give best 
price and age in first letter. L. H. Moore Canning Co., McAllen, 
Tex. 


MISCELLANEOUS 


ENGINEERING SERVICE—Realize the full efficiency of your 
plant operation. Plant layout, Preventative Maintenance, Equip- 
ment Recommendations, Machinery Design, Quality Control 
Analysis. Efficiency through engineering. Connie Staffa, Food 
Processors Engineering Service, Manor Road, Glen Arm, Md. 


COMPLETE BEDDING OUTFITS—For Rent or Sale to house 
extra laborers. Interstate Bedding Co., 1621 W. Carroll Ave., 
Chicago 12, Ill. Tel. CHesapeake 3-4660. 


VINER APRON SPECIALISTS—AIl types of Viner Aprons; 
endless, lacing slat, and zipper. Curtain, undercarrier and other 
canvas needs. Nationwide service. Berry Canvas Goods, Inc., 
123 Delancey St., Philadelphia, Pa. 


WANTED—To buy job lots of canned foods, all sizes. Schmidt 
Wholesale Grocery, 818 Banklick St., Covington, Ky. 


AT YOUR SERVICE—We buy job lots, distressed and salv- 
age canned foods of all sizes. Adv. 55174, The Canning Trade. 


LULING CHAMBER OF COMMERCE, Industrial Depart- 
ment, wishes to contact experienced plant owner-operator who 
would be interested in locating food processing plant in Luling. 
Details as to labor, fuel, power, water and locations and products 
available for processing gladly furnished. Luling Chamber of 
Commerce, Luling, Tex. 


THE CANNING TRADE August 1, 1955 
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